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MEMO 


ON THE COVER 

Yancey W. Ford Jr. was appointed 
executive vice president and general 
manager of RJR Sales Co., effective 
Dec. 5, 1988. A career sales employee, 
Ford joined Reynolds Tobacco in 1962 
as a sales representative and rose 
through the ranks to the top job at RJR 
Sales Co. Ford, shown here with the 
1989 sales meeting theme, “The Power 
of One,” reflects on his own personal 
sales and business philosophies and 
discusses the present challenges and 
future opportunities of RJR Sales Co. 
in an interview beginning on page 4. 


Ao " rre - ' 


Plan rewards individual effort 


Beginning with the first quarter of 1989, 
all sales units of RJR Sales Co. are oper¬ 
ating under a uniform field sales incentive 
plan. 

You get the best of both worlds in this 
new plan: a reward for reaching volume 
objectives and a reward for individual 
performance, without one being depend¬ 
ent on the other. Complete details of the 
new plan were presented to you at your 
recent division meetings, so I won’t 
repeat them here. 

I do want to emphasize that the new plan 
is called “uniform” because it covers all 
product lines and all field sales personnel. 
The plan is essentially the same for 
everyone — tobacco, C&S, Planters, 
vending and military sales. Equality in 
benefits, salary structure and bonus in¬ 
centives was our objective when we 
merged these sales organizations into 
RJR Sales Co. We have achieved that 
objective and everyone has gained in 
the process. 

I am particularly pleased with the new 
plan because it rewards individual per¬ 
formance to a greater degree. A signifi¬ 
cant portion of the bonus payout will be 
based on how well you do. That’s impor¬ 
tant because if individual performance is 
maintained at a high level, everything 
else falls into place. If your goals are 
met, our volume goals will be achieved. 

It is your effort, your standards of ex¬ 
cellence, combined with those of your 
peers in divisions and regions across the 
country, that ultimately determine how 
successful we will be in 1989. Regardless 
of how you measure volume — in cigarette 



units, in boxes of C&S products or in 
pounds of nuts, it’s a team effort. We are 
truly a powerful team of many hands, but 
of one mind and one purpose — and that 
is to win a greater share for the products 
we represent. 

I’m thrilled with the opportunity to lead 
the RJR Sales Co. field sales organization 
and confident that we'll make a great win¬ 
ning team. Together, let’s show our com¬ 
petitors what “the power of one” can 
really accomplish as a team in 1989. 



Ron Beasley 

Senior Vice President - Field Sales 
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SHORT CALLS 


Tulsa rep 
foils theft 

A pair of “turkeys” lost some ill-gotten 
dinners and a Reynolds Tobacco sales 
representative won a tasty holiday-season 
reward from a grateful merchant, reports 
Les Decker, division manager in Tutsa, 
Qkla. 

Area Sales Representative Ron Carter 
was credited with foiling a pre-Thanks- 
giving theft of a large quantity of meat 
from a store in his assignment, Decker 
reports. 

Carter was leaving the Price-Mart Store 
on East Admiral Street in Tulsa one day 
shortly before Thanksgiving, when he 
spotted a friend across the parking lot. 
Carter shouted, “Hey!” loudly, to get his 
friend's attention. 

Apparently startled by Carter’s shout, 
two men walking nearby suddenly dropped 
two large sacks in the middle of the park¬ 
ing lot and fled. Puzzled by this odd be¬ 
havior, Carter investigated and discovered 
that the two sacks were stuffed with costly 
cuts of meat, apparently just stolen from 
the Price-Mart. 

Carter returned the two sacks of "hot” 
cold cuts to the store, where a grateful 
meat manager presented him with two 
turkeys for his troubles. The happy end¬ 
ing was another demonstration of RJR 
Sales' commitment to service and an extra 
helping of holiday-season goodwill for 
sales rep and account alike. 


Retiree appreciates commemorative gift items 



RJR Sales Co. is on the move 

RJR Sates Co. recently completed the consolidation of home-office operations on the 11th, 
12th and 13th floors of the Reynolds Plaza Building In Winston-Salem. Stenographer Susie 
Stanley (top photo) unpacks files after moving day. Newly refurbished lobby area on the 
13th floor flower photo) is an attractive main entrance for RJR Sales Ca and includes 
historical product displays and artifacts. Admiring a decorative Camel plate are (from left) 
Ste nographer Pat Malic, Executive Secretary Connie Owens and Stenographer Alison James, 


Editor’s note: In honor of the Camel 
brand's 75th-birthday year, Reynolds 
Tobacco recently distributed commem¬ 
orative Camel tins and special 75th- 
birthday Camel packs to employees and 
retirees. Employees and retirees also 
recently received samples of Premier, 
Reynolds Tobacco's new cigarette that 
provides smoking enjoyment by heating, 


rather than burning, tobacco. Sales Mer¬ 
chandiser recently received this letter 
from a retired field sales employee. 

Dear Sales Merchandiser: 

It is so good to still be remembered by 
you folks down in Winston-Salem. 

The Camel metal box and the packages 
of “Old Joe" Camels are on proud display 


here in my home. Thank you! 

Now the beautiful package containing 
the Premier packages and lighter have 
arrived, to add to the display. 

Thank you, and best wishes to all of 
you. 

Stan Plotner 
Fort Myers, Fla. 
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Challenges lead to opportunity, Ford says 


Teamwork. 

Progress. 

Communications. 

Service. 

These are a few of the watchwords that 
describe the business philosophy of the 
new head of RJR Sales Co. Yancey W. 
Ford Jr., formerly senior vice president - 
Field sales, was appointed executive vice 
president and general manager of RJR 
Sales Co., effective Dec. 5. 

A career Reynolds Tobacco sales em¬ 
ployee, Ford rose through the ranks after 
joining the company as a sales represent¬ 
ative in the Alexandria, Va., division in 
June 1962, just after graduating from col¬ 
lege. During the recent regional sales 
conference in Indian Wells, Calif, (see 
story, page 7), Ford shared with Sales 
Merchandiser some of his thoughts on 
selling, future challenges and opportuni¬ 
ties and how it feels to direct “the power 
of one” — RJR Sales Co. 

Ford says he feels "honored” to be 
selected as the sales company’s top ex¬ 
ecutive. “It’s a position that obviously I 
had the desire to aspire to when I started 
with the company, and one that very few 
people in the history of the company have 
had the opportunity to attain," he explains. 

Ford is quick to credit the help of others 
along the way for his accomplishment. “I 
feel very fortunate that I've had the sup¬ 
port of a lot of people in order to achieve 
this position," he says. “No one gets any¬ 
where by himself; it’s the result of team¬ 
work — the support not only of my 
superiors but also of the people that I 
have had reporting to me over the years.” 

As RJR Sales Co. begins its second 
year of existence, the company has come 
a long way in the “revolution of ideas, at¬ 
titudes and organizational behavior" that 
describes the combination of the tobacco, 
Planters and C&S sales forces. Ford says. 

“I think we’ve made a lot of progress. 

If you look back at where we were in the 
beginning of 1988 and where we are today, 
I think tremendous progress has been 
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made — much more than we probably 
realize on a day-to-day basis. 

"But I think we still have a long way to 
go because we are in essence combining 
two entirely different cultures into one,” 
Ford adds. “That requires years rather 
than months to accomplish.” 

While the acquisition of RJR Nabisco, 
Inc. by Kohlberg Kravis Roberts & Co. 
(KKR), may mean some changes, one 
thing is certain — RJR Sales Co. needs to 
keep moving ahead, Ford emphasizes. 

“There’s been a lot of speculation, but 


overall, I believe KKR has made a com¬ 
mitment to the company, We don’t know 
all the answers yet and I don’t think we 
can make all the decisions until we know 
more about their priorities. 

“Even if some changes are required in 
our plans, I am convinced we must look 
at ways to operate our businesses more 
efficiently, not only to justify KKR’s in¬ 
vestment in us, but because it makes good 
sense. It gives us a competitive edge. 

“I think we have to go forward and 
operate as we are,” Ford adds. "Wc can’t 



“There’s going to be a tremendous amount of opportunity as we continue to make progress in 
the synergies of combining the three sales organizations into one,” says Yancey W. Ford Jr. 
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“1 try to encourage people to come forward with their ideas because that’s how you make 
progress.” Ford meets with sales managers at the recent annual conference. 


look back; we have to look forward,” 

Looking forward, Ford envisions 1989 
as a year of opportunity and challenge for 
RJR Sales Co. “There's going to be a 
tremendous amount of opportunity as we 
continue to make progress in the synergies 
of combining the three sales organizations 
into one. We've already seen a lot of that 
and we have only scratched the surface. 

“We also have to deal with the environ¬ 
ment in which we operate.” Ford contin¬ 
ues. “We have a mature product tine in 
all the products we sell. But so-called 
mature product lines are ripe for innova¬ 
tion and creativity, the creation of new 
markets and products through the appli¬ 
cation of new technology and the recog¬ 
nition of new opportunities. 

“We also have a tremendous amount of 
external pressures — from taxation and 
restrictive legislation on the tobacco side, 
from very aggressive competitors who 
are much larger on the C&S side, and 
then we have regional competitors who 
are snapping at our heels on the Planters 
side.” 

A redoubled emphasis on RJR Sales 
Co.'s acknowledged leadership and 
strength at retail is key to success in this 
challenging environment, Ford explains. 


“The retail environment of today is 
more complex, sophisticated and demand¬ 
ing. Retailers are not just ‘sellers’ of our 
products, they are marketers with a keen 
sense of what makes a product or promo¬ 
tion attractive to customers,” Ford says. 


“We obviously have to develop pro¬ 
grams and plans that satisfy retailers’ 
needs and expectations,” Ford says. "We 
also have to look at new ways to present 
our products, in all lines. We have to 
make sure our goals and objectives fit 
into the retailer’s scheme of things.” 

Ford believes that the persona! and 
professional qualities that make a suc¬ 
cessful sales rep are little different from 
the time when, as a high-school student 
working in a grocery store in Virginia, he 
was so impressed by the RJR rep who 
called on the store that he decided to pur¬ 
sue a career in Reynolds Tobacco sales, 
“First, you have to know the product 
you're selling. Second, you have to be¬ 
lieve in yourself, that you can achieve 
whatever goal you set out to reach. Third, 
you have to have the communications skills 
that will allow you to reach that goal. 

"Fourth, in our business you have to 
understand that we are very service- 
oriented, and that plays a key role in how 
you get things done. Fifth, you have to 
have a certain creativity in taking a pro¬ 
motion and creating a way to tailor or 
present that program to the retailer, 

(continued next page) 



“No one gets anywhere by himself; it’s the result of teamwork... if you don’t believe that, let 
a lineman miss a block and see what happens to the quarterback.” Sales area management 
team reviews strategies for 1989 at annual conference breakout session. 
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“We have to develop programs and plans that satisfy retailers’ needs and expectations.” Con¬ 
ference participants preview new programs and fixtures in a “supermarket” exhibit. 


(continued from page 5) 

"The last things — which are probably 
the most important — arc desire and atti¬ 
tude," Ford says. “Without desire and at¬ 
titude, you can have all the rest and still 
not be truly successful." 

Teamwork and communications are 
vitally important in motivating an effec¬ 
tive sales force and maintaining its 
morale. Ford says. “I believe in team¬ 
work, Obviously somebody has to be the 
quarterback, but the quarterback is only 
as good as the rest of the positions on the 
team. If you don’t believe that, let a line¬ 
man miss a block and see what happens 
to the quarterback." 

Communication means a two-way ex¬ 
change, Ford stresses. “I try not to have 
preconceived ideas before making deci¬ 
sions. I try to listen to everybody’s opin¬ 
ions and I try to encourage people to 
come forward with their ideas because 
that’s how you make progress. I already 
know what I know, but I don’t know what 
other people know. If you’re going to get 
better, you have to try to team what other 
people know.” 

That’s why feedback from the field 


also is “very critical," Ford adds. "Our 
sales force is our arms and our legs out 
on the battlefront. They’re really the ones 
who have to tell us if our plans and pro¬ 


grams are working and if not, we need to 
know the sooner the better, so we can 
move to provide the field with what they 
need to make their goals.” 

Managers must be equally forthright 
when it comes to keeping reps in the field 
informed, Ford says. “If people know up 
front that they are going to be facing 
something tough, they can plan how to 
overcome it. 

“It’s surprising what people can 
achieve in tough situations when you tell 
them up front what’s going on, what the 
game plan is, what we’re going to do and 
how it can be done," Ford explains. 
“When you don’t plan and don't prepare, 
that’s when you go in and get your head 
handed to you." 

RJR Sales Co. employees also can 
draw strength from the knowledge that 
their career advancement prospects have 
never been better, Ford notes. “You can 
look at our management ratio and see 
that a person has a pretty good chance of 
succeeding if he or she has the desire and 
the ability. The new president and chief 
executive officer of R.J. Reynolds Tobacco 

(see ‘Ford,’ page 15) 



“Our sales force is our arms and our legs out on the battlefront. They’re really the ones who 
have to tell us If our plans and programs are working.” Luane Hunt, account manager in the 
Birmingham, Ala., C&S district, tracks sales results with her hand-held computer. 
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Meeting highlights company’s progress, promise 


RJR Sales Co. has spent the past year 
building its "future of opportunity" to 
become "the power of one,” said Yancey 
W. Ford Jr., executive vice president and 
general manager of RJR Sales Co. 

“The essence of our achievement is the 
merging of three great sales organizations 
into the ‘power of one’ — one in reality, 
one in purpose and one in spirit,” Ford 
told RJR Sales Co, managers gathered 
for the 1989 regional sales conference 
Jan. 16-20 in Indian Wells, Calif. 

Creation of “the power of one” sales 
organization from the tobacco. Planters 
and C&S sales forces positions RJR Sales 
Co. to achieve ambitious objectives in 
volume and market-share growth in 1989, 
Ford explained- 

"The mission for RJR Sales Co. this 
year can be summarized in one word: 
growth — growing our business across 
all product lines through aggressive sales 
and promotion programs with a focus on 
retail,” he said. 

Ford outlined broadly the 1989 growth 
strategies for both the cigarette and Plant¬ 
ers LifeSavers product lines of Reynolds 
Tobacco. 


“We're going to continue building on 
the progress we made last year in lever¬ 
aging our retail strength, moving forward 
by capitalizing on merchandising oppor¬ 
tunities that combine our products on a 
common display. 

“You will be provided with the proper 
programs and plans to not only be com¬ 
petitive but, more importantly, to win,” 
Ford emphasized. “The retail environ¬ 
ment is our domain. It’s where we excel 
as a sales company, and we are not going 
to lose it.” 

Ford urged managers to encourage 
creativity and innovation and to exercise 
leadership with vision and a commitment 
to excellence. “I’m confident that we will 
not only become more competitive as a 
sales company, but that we will also suc¬ 
ceed in new markets that are yet to appear ” 

Peter J. Hoult, executive vice presi¬ 
dent of R.J. Reynolds Tobacco USA, 
outlined the company's overall objectives 
and marketing thrust. John T. Winebren- 
ner, senior vice president - marketing for 
R.J. Reynolds Tbbacco USA, and Cheryl 
Bachelder, vice president - marketing for 
Planters LifeSavers Co., presented details 



of their companies’ marketing and mer¬ 
chandising programs for 1989. 

RJR Sales Co. managers also welcomed 
Edward A. Horrigan Jr., chairman, presi¬ 
dent and chief executive officer of RJ. 
Reynolds Tobacco Co. and vice chairman 
of RJR Nabisco, Inc., to the conference. 

Managers also viewed numerous ex¬ 
hibits of merchandising fixtures and pro¬ 
motion programs for the coming year. 
They also discussed strategies and im¬ 
plementation plans in extensive breakout 
meetings, by sales area. 

Ronald B. Beasley, senior vice presi¬ 
dent - field sales, discussed marketing 
strategies for the cigarette brands and for 
Planters LifeSavers products. “We are 
targeting our efforts more toward specific 
market niches, while never losing sight of 
our primary objective: volume,” Beasley 
said. 

“Our plans will remain flexible and we 
will change them to seize an opportunity 
in the marketplace, or to defend against 
a competitor’s action,” he added. “It’s a 
question of offense or defense or perhaps 
both at the same time. And it’s a matter 


(see ’Annual,’ page 15) 



Participants in the “Power of One” conference in Indian Wells are greeted hy costumed figures representing RJR Sales Cojs great product 
lines, including Life Savers and Camel’s Old Joe (left photo), and Mr. Peanut (right photo), the symbol of the Planters brand. 


7 


ionn 


51859 5475 




SALES SUCCESSES 


RJR brands 
are winners 
at Ohio race 

RJR cigarette brands roared into the 
winner's circle at the recent Columbus 
500 Camel GT auto race, thanks to the 
extra effort of area sales representa- 
j tives in the Columbus, Ohio, tobacco 

sales division. 

Area Sales Representatives F.E. 
Cook and K.L. Myers placed 250 
banners, 47 decals, 23 metal signs and 
six clocks to maximize the sales oppor- 
. tunities created by the race, which is 

part of the sportscar-racing series 
sponsored by RJR’s Camel brand. Cook 
and Myers also gained exclusive sales 
of RJR brands at all trackside conces¬ 
sion stands. 

Cook and Myers also helped division 
management entertain more than 100 
VIP guests who attended the race. 



Extra effort by Area Sales Representatives 
K.L. Myers (left) and F.E. Cook of the 
Columbus, Ohio, tobacco sales division 
capitalized on the sales opportunity 
offered by the recent Columbus 500 
Camel GT auto race. 




Area Sales Representative Charlie Smith helped the Mid-Continent sales area reach Its volume 
goal with this mass display in Ponca Food Warehouse in Oklahoma City. 


Cooperation helps area reach goal 


Cooperation is the key to achieving 
volume objectives. The Mid-Continent 
tobacco sales area demonstrated that fact 
during a recent quarterly direct-account 
volume program. 

Managers recognized that reaching the 
volume goal would require a cooperative 
effort of management and sales represent¬ 
atives in placing mass displays in stores, 
to generate the sales that would ensure 
rapid movement of product from whole¬ 
salers to the retail level. 

Mid-Continent sales reps adopted a 
strategy of using prebook and display al¬ 
lowances and $2-off coupons to persuade 
store managers to promote RJR brands at 


prices under $10 a carton. The strategy 
paid off. The Mid-Continent sales area 
reached its volume goal after reps placed 
94 percent of their allocated multibrand 
coupons in the first four weeks and sold 
more than 1,000 displays of three or more 
cases and 6,500-plus supplemental floor 
displays, more than doubling their results 
in the previous month. 

For example, Area Sales Representa¬ 
tive Charlie Smith of the Tyler, Texas, 
division placed a four-case display in 
a Stop & Shop Supermarket in Mount 
Pleasant, Texas. And a 1,000-case mass 
display was placed in Ponca Food Ware¬ 
house in Oklahoma City. 


Kansas State Fair is major sales event 


RJR cigarette brands made a strong 
showing at the Kansas State Fair, thanks 
to the extra effort displayed by Sales Rep¬ 
resentative C-J. Mooberry of the Wichita, 
Kan., tobacco sales division. 

Mooberry obtained exclusive display 
and placement of impact pieces at all three 
retail cigarette booths, including clocks, 
premiums, calendars and pole-mount and 
ground-mount signs. RJR was the only 
cigarette supplier to be featured at the 


Kansas lottery booth, where Mooberry 
placed two Camel signs. 

Mooberry also blanketed the city of 
Hutchinson, Kan,, where the fair is held, 
with displays and materials, including 12 
premium floor displays and 43 premium 
counter displays, totaling more than 5.000 
premium items. The promotions accounted 
for incremental sales of more than 1,300 
cartons. 


Snnrre: httns://www inHi | g tn,Hnn ,mpr , I,rrf 


6S8TS 










SALES SUCCESSES 
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Volume soars 
with shuttle 
in Florida area 

RJR cigarette volume recently soared 
into orbit in Florida's Space Coast area, 
thanks to the ingenuity and enterprise of 
Area Sales Representative E.P. Heard 
and Sales Representative D.J. Violante 
of the Daytona Beach, Fla., tobacco sales 
division. 

Heard and Violante recognized that a 
volume opportunity would be created by 


the influx of an estimated quarter-million 
people into the Space Coast area to witness 
America’s return to space with the Discov¬ 
ery space shuttle launch. 

They responded by placing 900 cartons 
of 75-cents-off-two-packs product during 
the two weeks preceding the shuttle 
launch, starting with outlying markets 
and moving closer to the Titusville and 
Cape Canaveral, Fla., area as the count¬ 
down continued. 

The additional product was placed ef¬ 
fectively to provide incremental volume 
by complementing planned promotions 
including NFL key-chain displays and 
Doral and multi-brand coupons. 



A Bubble Yum bubble-blowing contest arranged by Sales Representative Bob Fisher gener¬ 
ated much favorable publicity for the brand at the Hayne County, Ohio, Fair. 


Bubble Yum contest is fun at fair 


Remember all those great events at your 
hometown county fair — the 4-H exhibits, 
the junior dairy show, the tractor pull? 
Well, Bob Fisher, sales representative 
in the Cleveland C&S district, recently 
organized a new event to add to the fair 
tradition: a Bubble Yum bubble-blowing 
contest. 

Fisher introduced the Bubble Yum con¬ 
test at the recent Wayne County Fair in 
Wooster, Ohio. The fair drew more than 
90,000 people during its six-day run. 

Rules for the contest are simple. Each 
contestant selects two pieces of his favorite 


Bubble Yum flavor, and contestants line 
up and blow bubbles while the audience 
counts down from 10 to zero. The winner 
is the contestant who maintains the big¬ 
gest bubble throughout the countdown. 

Fisher says the contest was well received 
by fairgoers and generated much favorable 
publicity for the Bubble Yum brand. 

Contestants ranging in age from seven 
to 20 competed in five age categories. The 
largest bubble, according to the official 
Bubble Yum Caliper, measured a whop¬ 
ping seven inches across, Fisher reports. 


| Persistence 
spells success 
for C&S rep 

Persistence pays, and Mike DeGrace, 
sales representative in the Knoxville 
C&S district, recently proved it with a 
highly successful "Wrigley wipeout” 
campaign at a key supermarket account 
in his Lexington, Ky., assignment. 

DeGrace had been working for a year 
to improve RJR position and distribu¬ 
tion in County Market, Lexington's 
largest-volume supermarket. Recently, 
after presenting market shares and sales 
trends of our brands, he succeeded in 
implementing RJR merchandising 
plans on 16 Wrigley racks at the store. 

DeGrace also gained distribution of 
eight new items, for a total increase of 
128 new display slots in the store. 


Pack program 
boosts sales 

Successful sellers know that smart 
cigarette merchandising, RJR style, can 
enhance overall store sales. Retailers who 
watch their numbers closely agree, pro¬ 
viding persuasive testimonials for the 
effectiveness of RJR merchandising pro¬ 
grams Just ask Juacane L. Reynolds, 
special accounts manager in the Tulsa, 
Okla., tobacco sales division. 

A buyer for Purity Oil. a 12-store gas- 
convenience chain based in Tulsa, recently 
reported impressive sales gains for the 
five stores where Reynolds has imple¬ 
mented RJR’s package-outlet program. 
Chain management credited the package- 
outlet program and RJR Sales Co.'s execu¬ 
tion with substantial overall monthly sales 
increases over the same months in 1987 
for these five outlets. 
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SALES SUCCESSES 


Old Joe stars at inn’s ‘Camel Party Night’ 


Old Joe, the Camel brand’s world- 
famous dromedary, celebrated his 75th 
birthday throughout 1988, But one special 
highlight of the year was the birthday party 
that an enthusiastic group of Old Joe’s 
admirers threw for him in Erie, Pa., on 
Nov. 15. 

When Sales Representative Greg Ugino 


of the East Cleveland tobacco sales divi¬ 
sion heard that a group of patrons of The 
One Way Inn, an Erie tavern, had ordered 
Camel T-shirts during the toll-free number 
promotion and planned to wear them on 
the same night, he immediately recog¬ 
nized the promotional possibilities of the 
event. Ugino worked with tavern owners 


John Matta and Mary Fetzner to plan a 
“Camel Party Night" for the occasion. 

The One Way Inn was decorated with 
Camel blue and gold balloons, streamers, 
palm trees. Old Joe cutouts, pyramids, 
giant cigarettes and banners, One indus¬ 
trious group of Old Joe’s fans worked for 
two weeks constructing a papier-mache 
camel. 

On Camel Party Night, the place 
“was packed with the perfect crowd for 
our target market: younger-adult smok¬ 
ers,” Ugino reports. “Most people came 
in wearing their Camel T-shirts.” 

The inn’s owners provided free snacks 
and even created two special drinks — the 
“Camel Spit” and the “Pyramid Punch” — 
for the event. Ugino maximized the brand 
connection by giving away 60 more Camel 
T-shirts, 100 Camel mugs, 50 Camel 
lighters, 30 Camel sunshades and 30 pairs 
of Camel sunglasses. 

“Everyone had a great time and thanked 
John, Mary and me repeatedly,” Ugino 
says. "The owners told me that Camel 
Party Night was their most successful 
theme night ever. The promotion went 
over very well and generated lots of 
recognition for the Camel brand. 

“Old Joe has to be pleased!” 



Sales Representative Greg Ugino (left) of the East Cleveland tobacco sales division helped inn 
owners Mary Fetzner and John Malta make “Camel Party Night” a success. 


Planters wins 
sales success 
at Tampa race 

Planters went to the races late last year, 
and roared into the winner’s circle to enjoy 
additional exposure and volume in the 
Tampa, Fla., market. 

Planters sponsored the GTE World 
Challenge of Tampa auto race and the 
Tampa Planters sales force pulled out all 
the stops to capitalize on the event, which 
drew an estimated 120,000 fans. 


Mr. Peanut was a star performer, 
distributing 10,000 samples around the 
racetrack and adjacent Expo Hall, where 
Planters had a booth, and appearing in a 
tribute to sponsors. The Mr. Peanut cold- 
air balloon and the Nissan-Planters race 
car were on display and Planters signs 
appeared on road barriers throughout the 
racetrack area. 

More than 1,500 fens signed up for 
raffles of a classic rocking horse and a 
Mr. Peanut pedal car. Kash ‘n’ Karry 
stores in the Tampa area joined in with 
a special “Expressway to Savings” ad 
promotion featuring savings on Planters 
snacks, Planters Premium Select Micro- 
wave Popcorn and Dry-Roasted Peanuts. 


Cowboy gets 
boot from RJR 

The competitive cowboy was riding 
high — and then along came Area Sales 
Representative Psun Hunt of the Charl¬ 
eston, W.Va., tobacco sales division. 

Hunt recently sold Summit Food- 
land a Flex carton merchandiser and 
Doral Savings Center, replacing Philip 
Morris carton fixtures and a Cambridge 
savings center. Hunt’s achievement 
puts RJR in the merchandising saddle, 
ending the cowboy’s six-year reign in 
fixtures at this important, 1,200-carton- 
per-week outlet. 
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SALES SUCCESSES 

RJR sweeps North Carolina Fair 



With cartful placement of RJR fixtures, Area 
Sales Representative P.S. Shumate of the 
Louisville, Ky., tobacco sales division helped 
First Link Supermarket convert to self- 
service cigarette sales and cut pilferage. 

Self-service 
is adopted 
by city store 

With ingenuity and perseverance. Area 
Sales Representative P.S. Shumate of the 
Louisville, Ky., tobacco sales division re¬ 
cently converted an inner-city outlet in her 
assignment to self-service package and 
carton merchandising, despite a severe 
pilferage problem. 

At First Link Supermarket, Shumate 
placed RJR overheads at each checkout, 
to enable clerks to monitor package sales, 
and placed a one-canon-access Flex fix¬ 
ture in the lobby area, allowing the store 
to promote carton sales, including coupon 
promotions, while reducing losses. 

All cigarette sales at the store had been 
conducted from the service counter. Since 
the switch to self-service, sales have risen 
substantially to 530 cartons per week 
with minimal pilferage. 


North Carolina is RJR country, and 
the dynamic showing of RJR at the North 
Carolina State Fair in the capital city of 
Raleigh proves it. With a crowd of 680,000 
expected, the Raleigh tobacco sales divi¬ 
sion recognized the promotional opportu¬ 
nity offered by the fair and planned and 
executed a comprehensive program to 
capitalize on that opportunity. 

Before opening day, five area sales 
representatives, two part-timers and divi¬ 
sion managers swarmed over the midway 
and dining areas, placing metal and fabric 
signs, calendars and clocks. More than 300 
decals were placed and race banners were 
hung in restaurants and other locations. 

The night before the fair opened, divi¬ 
sion personnel participated in the annual 
pre-fair media party, distributing 500 
Camel lighters, two cases of Pride in 
Tobacco matches, 288 Pride in Tobacco 
hats, 300 Carnet auto sunshades, 300 
Camel sunglasses, 600 Camel mugs and 
400 packs of gratis cigarettes. 

For maximum impact, the division set 
up shop by the only entrance, near the 
food tables, and used Old Joe standing 
figures and Winston pole-mount signs as 
attention-getters. The media room was 
stocked with gratis product and premium 
items throughout the fair. 

Fairgoers enjoyed the RJR Pride 
in Tobacco Caravan, with its displays, 
country-music shows and appearances 
by 1985 World Tobacco Auctioneering 
Champion Sandy Houston. The division 


A super promotion at Super America, 
a 658-store convenience chain, netted 
super sales recently for Dale Riggle, key 
accounts manager in the Cincinnati C&S 
division. 

The Super America promotion featured 
Baby Ruth and Butterfmger 36 count at 
three for 99 cents, followed by five items 
of Planters 100 count at five for 99 cents. 

A large window display and four cases 


set up its own display nearby, giving away 
30,000 Camel mugs in 13 hours. Demand 
for the Camel mugs and other Camel 
75th-birthday items was overwhelming, 
according to division staff. 

RJR's promotional program far out¬ 
stripped all competitive efforts, and the 
Raleigh division is already laying plans 
and looking forward to an even bigger 
and better State Fair in 1989. 



The Raleigh, N.C., tobacco sales division set 
up shop with Camel premiums and other 
items at the North Carolina State Fair. 


each of Baby Ruth and Butterfinger were 
shipped first to all Super America loca¬ 
tions. The Planters items and displays 
were shipped a month later. Advertising 
support included pump toppers, point-of- 
purchase materials and television spots 
that reached 5.6 million households. 

The result; a whopping 27,331 cases of 
product sold by Riggle for this promotion. 


Promotion produces super C&S sales 
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SALES SUCCESSES 



Mass displays placed by Area Sales Representatives G.B. Klyczek (right photo) of the 
North Chicago tobacco sales division and Ray White of the South Chicago tobacco sales 
division boosted carton sales of Doral in high-volume accounts. 


Displays boost volume in Chicago 


RJR Sales Co. tobacco sales repre¬ 
sentatives have been blowing up a storm 
of Doral volume around the Windy City 
recently, following an aggressive strategy 
of mass-display placements. 

Chicagoland reps have been concen¬ 
trating on the high-volume outlets in their 
assignments, to maximize the volume 
opportunities their Doral mass displays 
create. 

Area Sales Representative G.B. Klyc¬ 
zek of the North Chicago division placed 
an 800-carton display at Paul's Volume 


Liquors in Waukegan, III., an outlet with 
cigarette sales of 1,800 cartons per week. 
County Line General Store in Highland 
Park, HI., with sales of 1,600 cartons 
per week, accepted an 800-carton Doral 
display from D.P. Thoensen, an area 
sales representative in the North Chica¬ 
go division. 

And Area Sales Representative Ray 
White of the South Chicago division 
sold a mass display of Doral to one of 
his highest-volume accounts, Nick’s 
Liquors in Hammond, Ind. 


Product placed 
at checklanes 

Thirty cartons of cigarettes does not 
sound like a very large mass display. But 
multiply those 30 cartons by 15 and the. 
result is an impressive achievement. 

Area Sales Representative Doug Wells 
of the Hattiesburg, Miss., tobacco sales 
division recently displayed 450 cartons 
of Doral in the Sack and Save store in 
Meridian, Miss., in the form of 15 30- 
carton displays, strategically placed at 
each store checklane. Wells’ ingenious 
and effective display strategy gave Doral 
a dynamic presence in the store and helped 
his division achieve its quarter savings- 
brand objectives. 



Cartons were displayed at each checklane at 
Sack and Save in Meridian, Miss., by Area 
Sales Representative Doug Wells of the Hat¬ 
tiesburg, Miss., tobacco sales division. 


Halloween is sales ‘treat’ for C&S 



Candy bars and gum sold fast from Hallo- 
ween displays placed by Gene Ackmann. 


Halloween resulted in a “treat" of 
extra candy and gum sales for one 
St. Louis store chain, thanks to the 
“tricks” of program selling and the 
BTS/Halloween promotional program 
employed by Gene Ackmann, account 
manager for the St. Louis C&S district. 

Ackmann first sold Grandpa’s, an eight- 
store mass-merchandising chain in the 
St. Louis area, 44 pallets of Baby Ruth 
and Butterfmger Fun Size and 60 cases 
of Bubble Yum Fun Size, to support the 


BTS/Halloween promotion. Mass dis¬ 
plays were built and advertising signs 
announcing the rebate were placed. 

The promotion was so successful that 
well before Halloween, additional orders 
for Baby Ruth and Butterfmger Fun Size 
and 12/16-ounce stock were placed to 
rebuild the depleted displays. Additional 
demand was generated by pre-Halloween 
newspaper and television advertising. 

Orders totaled 10,174 boxes, an increase 
of 7,097 boxes over 1987 Halloween sales. 
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SALES SUCCESSES 


Rocking horse 
rides to success 

Successful sellers rode the Planters 
rocking horse promotion into the volume 
winner's circle all over the United States 
when they capitalized on the promotion 
with their own outstanding individual 
sales effort. 

One rocking horse winner was Sales 
Representative Joe Bronzino, who used 
the promotion to generate additional 
holiday-season volume in several key 
accounts. 

Bronzino sold Vik’s store 520 cases 
of product, including 250 eases of Gift 
Pack and promoted the in-store rocking 
horse drawing with extensive point- 
of-sale materials. The promotion also 
was supported by radio and newspaper 
advertising. 

At Saversmart, Bronzino displayed 254 
eases of product at two locations, includ¬ 
ing nuts, popcorn. Cheese Curls, Cheese 
Balls and Gift Pack. 

Sales soaring 
from airports 

Cigarette sales are soaring at airports 
all over the United Stales after a success¬ 
ful takeoff from Philadelphia. 

A coordinated campaign by Philadelphia 
Chain Accounts Manager J.A. Morris 
and Special Accounts Manager Stefan 
Majer of the Philadelphia tobacco sales 
division, with the assistance of Jack Re¬ 
gan, national manager - vending, sold 
Aero Enterprises on exclusive placement 
of the RJR combination cigarettes and 
Life Savers permanent counter display 
at Aero's 20 newsstands in 14 airports 
around the country. 

Aero tested the unit at its four locations 
in the Philadelphia International Airport, 
and decided to place the fixture nation¬ 
wide when cigarette sales increased by 
more than 200 cartons per week during 
the four-week test. 


■ v :lww 


Mr. Peanut helped Nadyne Garrette, sales 
representative In the Seattle Planters divi¬ 
sion, sell a lot of product at a big Payless 
Drug sidewalk sale event. 

Mr. Peanut stars 

Nadyne Garrette, sales represent¬ 
ative in the Planters Seattle division, 
and Mr. Peanut, in person and bal¬ 
loon form, recently teamed up for a 
big sale at the 18-store Payless Drug 
chain in Seattle. 

Garrette sold Payless 750 cases of 
Planters products for a sidewalk sale 
event, clinching the deal with appear¬ 
ances by Mr. Peanut and the Mr. Peanut 
cold-air balloon. This broke the ice 
for the sale of new Planters items by 
the chain, Garrette reports, 


Bases ‘rockin’ ’ 

Military stores in the Seattle area were 
"rockin' ” at Christmas time, thanks to 
the extra effort of G.A. Sullivan, mili¬ 
tary sales manager in North Seattle. 

Sullivan sold the commissaries at 
McChord and Fairchild Air Force Bases 
and Fort Lewis on the Planters rocking 
horse promotion, displaying 325 cases of 
Planters products at McChord, 250 cases 
at Fairchild and 275 cases at Fort Lewis. 
All three commissaries left the displays 
in place for two weeks, and all additional 
product ordered for the displays was sold. 


Planters rep 
wins big sale 

Sales Representative Mike Donohue 
of the Minneapolis Planters division 
recently rode the rocking horse promo¬ 
tion into the winner's circle with Snyder 
Brothers Drug, a 20-store chain based in 
Minneapolis, 

Donohue sold Snyder Brothers the 
chain’s largest order ever, totaling 1,334 
cases. A highlight of the sale was an order 
for 174 cases of pecan halves, pecan 
pieces and walnut pieces, the first order 
for baking nuts that Snyder Brothers has 
ever placed. 

RJR rep’s 
‘Border Patrol’ 
beats cowboy 

Area Sales Representative Steve Gwil- 
liams of the Charleston, W.Va., tobacco 
sales division has been a one-man “border 
patrol” recently, running the competitive 
cowboy out of high-volume outlets in 
his assignment along the West Virginia- 
Kentucky state line. 

At Jenny’s Man, a 2,500-canon-per 
week outlet, Gwilliams placed an RJR 
8-foot, spring-loaded package merchan¬ 
dising system, replacing two Philip Mor¬ 
ris overhead units. He placed a similar 
spring-loaded unit at Bennett’s 76, a 
1,500-carton-per-week outlet, replacing 
a Philip Morris overhead fixture. 

At First Stop, a 1,500-carton-per-week 
outlet, Gwilliams placed an RJR 3-foot 
spring-loaded fixture, replacing a Philip 
Morris centralized package merchandiser. 
He also sold Family Market, a 520-carton- 
per-week outlet, on an RJR 9-sided cen¬ 
tralized package merchandiser, replacing 
a 6-sided Philip Morris unit. 
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SHORT CALLS 

Gaillard elected head of logistics group 



Ralph C. Gaillard, director - military sales and newly elected president of the American 
Logistics Association (right), welcomes Frank Carlucci, then U.S. Secretary of Defense, to the 
ALA national convention in Washington. Joining them are Gaillard’s wife, Mary, and G Lloyd 
Johnson, president of G Lloyd Johnson Co. 


Ralph C. Gaillard, director - military 
sales for RJR Sales Co., has been elected 
president of the American Logistics As¬ 
sociation, the leading national trade group 
dealing with sales to United States mili¬ 
tary sales systems worldwide. 

The ALA is made up of representa¬ 
tives of more than 400 manufacturers, 
brokers, distributors and other suppliers 
of products and services to the govern¬ 
ment, for resale in military stores, com¬ 
missaries, exchanges and clubs. ALA 
members work closely with the com¬ 
manders and staffs of the various military 
sales organizations. Congress and govern¬ 
ment agencies on issues of common 
concern, 

Gaillard was elected president of the 
ALA at the group’s recent national con¬ 
vention in Washington, D.C. Gaillard, 
who has served as a director of the ALA 
and chairman of last year’s convention, is 
the only tobacco company representative 
now holding an ALA post, and is the first 


to be elected president of the group. 

“Our participation in the ALA is very 
important to us because of the significance 
of our military business," Gaillard says. 


“The ALA helps us sharpen our focus on 
military sales opportunities and enhances 
our relationship with the military, govern¬ 
ment agencies and Congress.” 

Special guests at this year's ALA con¬ 
vention included Congressman Bill Nichols 
of Alabama, chairman of the investiga¬ 
tions subcommittee of the House Armed 
Services Committee, who received the 
ALA Distinguished Service Award for 
1988; and then U.S. Secretary of Defense 
Frank Carlucci. The ALA also presented 
Carlucci’s wife with a special award in 
recognition of her work with the USO. 
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Learning the hand-held 

C&S sales representatives gathered In meetings all aver the United States recently to learn 
their new hand-held computer system. Division managers and retail sales managers coor¬ 
dinated the training. Practicing hand-held procedures In the Central Region training ses¬ 
sion, held in Chicago, are (left to right) John Weimcr, sales representative in the 
Minneapolis district; Dave Gugel, Minneapolis division manager; and Dave Abwager, retail 
sates manager in the Minneapolis district. 
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PROMOTIONS & APPOINTMENTS 



J.A. Hulla has been 
appointed sales personnel 
administration manager in 
sales personnel adminis¬ 
tration. Hulla was sales 
administrative services 
manager in sales plan¬ 
ning - C&S and Planters. 



Kathi M. Morison has 
been promoted to CDC 
operations manager in 
distribution in the home 
office. Morison was a 
senior systems analyst in 
sales marketing systems. 


To retail sales manager - C&S: Freder¬ 
ick G. Manley, Houston district; Stephen 
B. Williams, San Antonio, Texas, district. 

To assistant division manager - tobacco: 
Thomas P. Burns, Fargo, N.D., division. 

To division special accounts manager - 
tobacco: Mathew L. Szebeni, Peoria, HI., 
division; Yvette F. Page, Dayton, Ohio, 
division. 

To division training and development 
manager - tobacco: Keith L. Myers Jr., 
Syracuse, N.Y., division; Terry R. Ziegler, 
Dayton, Ohio, division. 



John J. Leonard has 
been promoted to region 
marketing manager in the 
Planters Western region. 
Leonard was a division 
manager for Planters in 
Seattle. 


To sales materials systems manager - 
traffic and distribution: Dorothy R. 
Henley. 

To sales planning analysis manager - 
C&S direct, sales planning: Jill Hanna. 


Ford interview 

(continued from page 6) 

USA just came from the sales company, 
for example," he says, referring to the 
recent appointment to those positions of 
Ralph Angiuoli, formerly president of 
RJR Sales Co. 

“It comes down to leadership," Ford 
says. “A leader has to have a vision of 
where the company is going, the wisdom 
to know' what will and will not work and 
the tenacity to hang tough and get where 
he has to go. He also has to have the 
respect of his people and the ability to 
foster the kind of organization where 
people feel they can come forth with their 
ideas and be part of the leadership process. 

"Leaders are not afraid to try something 
new. to take a risk, because they know that 
avoiding risk breeds mediocrity, not ex¬ 
cellence,” Ford says. “Leaders make things 
happen. They shape their environment.” 


Annual meeting 

(continued from page 7) 

of positive thinking.” 

Beasley described a variety of steps 
that have been taken to reduce adminis¬ 
trative work and enhance support for 
sales representatives in the field. “The 
sales force needs more time to spend sell¬ 
ing product. . . and more development 
support from Winston-Salem," he said. 
“The question isn’t whether we hire more 
sales reps to sell, it’s how we provide 
more selling time for the reps we have.” 

Sam Hendrix, vice president - sales 
operations, described effective retail 
programs as a "strategic imperative." 

He outlined a number of new initiatives 
in merchandising, including the sales 
promotions group. 

“Merchandising is a resource and a 
strength for this company,” Hendrix said. 
“Our merchandising programs, backed by 
the creativity of our merchandising group, 
combines advantages and leverage at re¬ 


To sales information manager - sales in¬ 
formation planning: J.T. Lawrence. 

To senior accounting specialist - sales 
financial services: Jerryl Sears. 

To senior sales materials operations as¬ 
sistant - traffic and distribution: Barbara 
C. Mason. 

To development planner - traffic and dis¬ 
tribution: Mark J. McCleary, Kent L. 
Toalson. 

To sales systems coordinator - sales 
administration: Frank I. Jordan. 


tail, which signifies ‘the power of one.’ ” 

Hendrix also discussed improvements 
in services to direct accounts and in mili¬ 
tary, vending and trade-relations pro¬ 
grams. Office consolidations, systems 
improvements and administrative refine¬ 
ments have been implemented to help the 
field sales force do a more effective sell¬ 
ing job, he added. 

“We have everything we need — the 
blueprint, the programs and the tools,” 
Hendrix said. “But most of all we need 
you and your people. Our potential for 
greatness lies in your hands.” 
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Within each of us lies the 
potential for greatness. 


from a past marred with financial and personal tragedy, 
Samuel Clemens entered the Nevada Territory in the midst ot the 
Civil War. There, instead of the silver he sought, Clemens lound 
Mark Twain - die pseudonym which freed Ids literary genius. 

Clemens never quit He was an ordinary person wlm. with a 
desire stronger than life's eirenmstanees. did the extraordinary, 
failure was a word he knew only in jest. 

Like Clemens, you can achieve greatness too. With foresight 
and determination, you can realize vour maximum potential — 
regardless of life's setbacks. Keep your sales standards high 
and work hard. T he reward is well worth the etlort. 


Satmiel Langhortie Clemens 
{1835-1910) 
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